Historic,  Archive  Document 

Do  not  assume  content  reflects  current 
scientific  knowledge,  policies,  or  practices. 


/ 


CONSUMER  PURCHASES  OF  SELECTED  FRESH  FRUITS, 
CANNED  AND  FROZEN  JUICES,  AND  DRIED  FRUITS 

IN 

JULY  1950 


United  States  Department  of  Agriculture 
Bureau  of  Agricultural  Economics 
and 

Fruit  and  Vegetable  Branch 
Production  and  Marketing  Administration 


Washington,  D.  C. 
September  1950 


LiBR  A R Y ! 
CURRENT  SERIAL  , RECCED  ] 

☆ SEP  2 21950  * 

U.  S,  DEPARTMENT  OF  AGRICULTURE 


Agriculture — Washington 


FOREWORD 


This  report  presents  data  on  consumer  purchases 
during  July  1950  of  fresh  citrus  fruits,  canned 
juices,  frozen  concentrated  juices,  and  dried 
fruits  collected  from  a representative  national 
sample  of  household  consumers.  It  is  issued  as 
part  of  a program  financed  cooperatively  by 
participating  fruit  industry  groups  and  the 
U v S.  Department  of  Agriculture  with  funds 
provided  under  the  Research  and  Marketing  Act 
of  19ho0 

All  ''monthly"  data  in  the  report  are  based  on 
U-week  periods  (28  days)  during  each  month  in 
order  to  permit  comparisons  between  periods  of 
equal  length  6 


Based  on  data  collected  by  the  Industrial  Surveys  Company,  Inc<>, 
under  contract  with  the  U,  S»  Department  of  Agriculture. 


CONSUMER  PURCHASES  OF  SELECTED  FRESH  FRUITS, 
CAMMED  AND  FROZEN  JUICES,  '"AND  DRIED  FRUITS 
JULY  1950' 


The  data  presented  in  this  report  represent  purchases  of  specified 
fruits  and  juices  for  household  consumption  only.  They  do  not  include 
purchases  by  restaurants, ' hotels,  hospitals,  or  other  institutional 
outlets.  It  should  be  noted  also  that  the  data  oft  household  purchases 
are  based  on  U-week  periods  (28  days)  during  each  month  in  order  to 
permit  comparisons  between  periods  of  equal  length; 


SUMMARY 


Household  purchases  of  frozen  concentrated  orange  juice  totaled  1,218,000  gallons, 
in  July,  a decline  of  I4.O,, 000  gallons  from  the  record  high  level  in  June.  The 
percentage- of  ’ families  purchasing  in  July  was  lip  3,  compared  with  15. 5 percent  in 
June  and  lip £:  percent  in  May.  Householders  in  July  paid,  an  average  of  26.1  cents 
oer  6- ounce  can  for  frozen  concentrated  orange  juice,  compared  with  26.8  cents  in 
June  and  27.6  cents  in  July  a year  ago.  Household  purchases  of  frozen  concen- 
trated  grape  juice  remained  at  about  the  same  level  as  in  June,  while  purchases 
of  other  frozen  concentrated  juices  increased  slightly. 


In  July  household  purchases  of  canned  single  strength  orange  -juice  totaled 
1,366,000  cases  (equivalent  Mo.  2 cans) — unchanged  from  June  - 19^0  and  about  the 
same  level  as  in  July  19 k9*  Canned  grapefruit  juice  purchases  by  householders 
were  up  slightly  in  July  to  868,"  000  cases  (equivalent  Mo.  2 cans),  while  pur- 
chases of  canned  orange-grapefruit  blended  juice  decreased  sharply  to  1|28,000 
cases.  Canned  lemon  juice  purchases  increased  slightly  in  July,  but  were  nearly 
20  percent  below  those  of  a year  ago.  Purchases  of  tomato,  pineapple,  and  prune 
juice  in  July  were  unchanged  from  the  previous  month,  while  grape  juice  purchases 
were  lower. 


Average  prices  of  each  of  the  canned  single  -strength  juices  remained  practically 
unchanged  in  July.  There  were  slight  increases  in  citrus  juice  prices,  the 
largest  being  1 cent  per  U6~ounce  can. 

In  July  there  were  relatively  small  changes  in  the  percentages  of  families  buying 
canned  single  strength  juices,  with  the  number  purchasing  grapefruit  juice,  . lemon 
juice,  pineapple  juice, • and  prune  juice  increasing  slightly. 

'‘The  seasonal  decline  in  household  purchases  of  all  fresh  Oranges  continued  during 
July  1950,  dropping  to  30,ll;l,000  dozens.  Purchases  of  California  oranges  con- 
tinued to  increase  with  the  movement  of  Valencias,  totaling  21,279,000  dozens  in 
July,  lith  the  closing  of  the  Florida  season,  household1 consumer  purchases. pf 
Florida  oranges  decreased  to  4,01h, 000  dozens.  Purchases  of  California  oranges 
were  considerably  higher  than  a year  ago,  which  is  reflected  in  tne  2,5  million, 
dozen  increase  in  purchases  of  all  orangbs  in  July  1950  as  compared  with,  the  same 
month  in  19h9.  Average  prices  maid  for  California  oranges  decreased  slightly, 
while  prices  for  Florida  oranges  increased. 

Lemon  prices  paid  by  householders  in  July. ayer aged  Uil- * U cents  oer  dozen,  6 cents 
under  a year  ago.  Purchases  remained  at ' about  the  June  1950  level. 

Household  purchases  of  dried  fruits  dropoed- by  8 percent  in  July  to  approximately 
7,678  tons.-  There  were  slight  iri'creases  in  the  average  prices  paid  by  consumers, 
while  the  percentage  -of  families  making  purchases ■ continued' .to  decline.  Household 
purchases  of  raisins  decreased  from  3,163.  tons  in  June  to  2,977  tons  in  July — 
less  than  one-half  the  volume  of  purchases  in  December  19U9.  Dried  prune  purchases 
dropped  approximately  7 percent  in  July — from  3,756  tons  in  Jufte  to  3,507  tons. 
Purchases  of  most  other  dried  fruits,  except  figs,  continued  to  decline  in  July.  , 
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FROZEN  CONCENTRATED  JUICES 

Household  purchases  of  frozen  concentrated  orange  juice  in  July  1950  fell 
below  the  volume  of  purchases  of  the  preceding  month  for  the  first  time 
since  December  191+9*  The  percentage  of  families  buying  also  declined  from 
the  record  high  level  reached  in  June  (fig*  1)* 

Householders  purchased  1,218,000  gallons  of  frozen  concentrated  orange 
juice  in  July,  a decline  of  1+0,000  gallons  from  the  record  high  purchases 
in  June  (fig.  2).  Purchases  amounted  to  71*9,000  gallons  in  July  191+9.  The 
percentage  of  families  purchasing  in  July  was  11+.3  percent,  compared  with 
15.5  percent  in  June  and  11+.5  percent  in  May. 

; 4| 

Householders  paid  an  average  of  26.1  cents  per  6-ounce  can  for  frozen  con-  1 
centra ted  orange  juice  in  July,  compared  with  26.8  cents  in  June  and  27*2 
cents  in  May  (fig.  3).  In  July  a year  ago  prices  averaged  27.6  cents  per 
can, 

n 

IN 

Frozen  concentrated  grape  juice  purchases  by  householders  remained  at 
approximately  the  same  level  as  in  the  preceding  month  and  in  July  a year 
ago.  The  percentage  of  families  buying  has  increased  slightly,  as  compared  | 
with  last  year,  and  prices  in  July  averaged  26.8  cents  per  can,  or  more 
than  2 cents  per  can  above  the  price  a year  ago.  Purchases  of  frozen 
concentrated  juices  other  than  orange  and  grape  increased  slightly  in 
July  and  were  approximately  3 times  as  large  as  in  July  a year  ago. 

CANNED  JUICES 

Household  purchases  of  all  the  major  canned  single  strength  juices  in 
July  1950  remained  at  about  the  same  levels  as  in  June.  For  the  first 
month  since  January,  purchases  of  canned  single  strength  orange  juice 
did  not  decrease.  Purchases  of  canned  orange-grapefruit  blended  juice 
decreased  160,000  cases  (equiv.No.2  cans)  from  June  (fig.  1+).  This  was 
the  only  one  of  the  canned  juices  to  show  a substantial  change  in  July. 

Prices  paid  by  householders  for  canned  juices  remained  practically  un- 
changed from  June  to  July  1950.  There  were  slight  increases  in  citrus 
juice  prices,  the  largest  being  1 cent  per  1+6-ounce  can  each  for  orange 
and  grapefruit  juice  (fig.  5). 

Household  purchases  of  canned  single  strength  orange  juice  in  July ' 
remained  at  1,366,000  cages  (equiv.No.2  cans)  — unchanged  from  June 
1950.  However,  purchases  of  orange  juice  decreased  each  month  from 
January  through  June  1950.  Purchases  are  at  approximately  the  sane 
level  as  in  July  1 9l+9»  Household  consumers  paid  an  average  of  37. 9 
cents  per  t;.6-oun-e  can  for  orange  juice  in  July,  compared  with  37*8 
cents  in  June  Prices  in  July,  however,  were  about  5 percent  below 
a year  ago-  The  percentage  of  families  buying  orange  juice  dropped 
to  ll+.l  percent,  the  smallest  proportion  since  November  19^9,  when 
12.|+  percent  purchased  this  product  (fig.  1) , 

Household  consumers  purchased  808,000  cases  (equivalent  No.  2 cans) 
of  canned  grapefruit  juice  and  1+28,000  cases  of  orange-grapefruit 
blend  in  July  1950.  Purchases  of  grapefruit  juice  were  up  slightly, 
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while  purchases  of  orange-grapefruit  blended  juice- were  down  160,000  cases 
from  June.  Average  prices  of  canned  grapefruit  juice  increased  1 cent  per 
l*6-ounce  can  to  37.6  cents  in  July,  while . blended  juice  increased  almost 
1 cent  per  l*6-ounce  can  to  38.8  cents®  The  percentage  of  families  buying 
grapefruit  juice  remained  approximately  the  same  as  in  June  at  10  percent, 
while  orange-grapefruit  blended  juice  was  purchased  by  6 percent,  a decrease 
of  1 percentage  point  from  June. 

In  July  household  purchases  of  tomato,  pineapple,  and  prune  juices  were 
almost  identical  with  those  in  June,  as  were  the  average  prices  paid.  The 
percentage  of  families  buying"  these  three-  products  showed,  slight  changes, 
an  increase  for  pineapple  juice  to  llu5  percent  in  July  from  13o8.in  June, 
but  a decrease  for  tomato  juice  to  18 « 6 percent  from  19«5  percent  in  June. 

Canned  lemon  juice  purchases  increased  16,000  cases  (equivalent  No®  2 cans) 
to  112,000  cases  in  July.  This  is  slightly  under  . the  ‘136,000  cases  pur- 
chased in  July  19U9«  The  average  price  paid  per  £-|-rOunce  can  of  lemon 
juice  in  July  increased  to  13 oh  cents,  which  is  approximately  16  percent 
higher  than  a year  ago.  The  percentage  of  families  buying  canned  lemon 
juice  increased  slightly  to  5»7  percent. 

Household  purchases  of  grape  juice  decreased  38,000  cases  from  June  level 
to  192,000  cases  in  July  195>0o  Apple  juice  purchases  in  July  remained 
relatively  unchanged  from  June.  ■ "■ 

FRESH  CITRUS  FRUIT  ■ 

Household  purchases  of  all  fresh  oranges  continued  their  seasonal  decline 
during  July  1950,  dropping  5,000,000  dozens  to  30,lhl,000  dozens.  Pur- 
chases of  California  oranges  continued  to  increase  with  the  movement  of 
Valencias.  Purchases  of  all  California  oranges’  increased  from  17,066,000 
dozens  in  June  to  21,279,000  dozens  in  July.  As  the  Florida  orange  season 
closed,  household  consumer  .purchases  of  Florida  oranges  decreased  to 
h,01h,000  dozens  in  July.  - Purchases  of  all  oranges  .were  >.  2, 500,000  dozens 
higher  than  in  July  19 U9,  largely  accounted  for  by  larger  purcnases  of 
California  oranges. 

The  average  prices  paid  by  householders  for  California  oranges  decreased 
slightly  over  3 centsl  to  ifU5  cents  per  dozen  during  July,  which  is  5 
cents  per  dozen  higher  than  in  July  19h9  (fig.  6).  Average  prices  paid 
for  Florida  oranges  increased  slightly  to  50®2  cents  per  dozen  which  was 
2-§  cents  below  the  July  19U9  level.  The  percentage  of  families  buying 
California  oranges  increased  2 percentage  points  to  25® 6 percent  in 
July,  U percentage  points  above  July  19li-9.  The  percentage  of  families 
buying  Florida  oranges  dropped  to  6*7  percent  in  July  from  15®5  percent 
in  June.  The  percentage  of  families  buying  any  oranges  reached  a 
seasonal  low  of  3U.7  percent  in  July  (fig.  1). 

The  seasonal  decrease  in  purchases  of  fresh  grapefruit  continued.  Pur- 
chases by  hdusehold  consumers  in  July  were  only  half  the  June  purchases 
equaling  1,230,000  dozens.  However,  this  was  almost  twice  the  purchases 
in  July  19^9.  Average  prices  paid  for  grapefruit  dropped  almost  20  cents 
a dozen  to  97. h cents  in  July  which  was  slightly  lower  than  a year  ago. 
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Lemon  purchases  for  household  use  during  July  remained  at  approximately 
the  June  level*  totaling  15,355>>000  dozens.,  The  percentage  of  families 
buying  lemons  decreased  slightly  to  37-3  percent  in  July,  2 percentage 
points  under  a year  ago*  The  average  price  paid  for  lemons  was  hh..„k 
cents  per  dozen,  a slight  decrease  from  June,  but  6 cents  per  dozen 
below  a year  ago. 

DRIED  FRUITS 

Household  consumers  purchased  approximately  7*678  tons  of  dried  fruit  in 
July,  a drop  of  8 percent  from  the  8,372  tons  in  June*  Average  prices 
paid  by  consumers  for  the  principal  dried  fruits  were  up  slightly  in  July, 
while  the  percentage  of  families  making  purchases  continued  to  decline. 

Raisin  purchases  by  householders  amounted  to  2,977  tons  in  July,  compared 
with  3jl63  tens  in  June  and  6,333  tons  in  December  19li9-— the  high  point  of 
the  current  season  (fig.  7).  The  percentage  of  families  purchasing  raisins 
in  July  declined  to  9.1  percent  from  10  percent  in  June,  while  there  was 
little  change  in  the  average  price  paid  by  consumers. 

Household  purchases  of  dried  prunes  dropped  approximately  7 percent  in 
July  — from  3,756  tons  in  June  to  3,507  tons  (fig.  7).  The  average  price 
paid  by  consumers  in  July  increased  slightly  from  the  June  level;  the 
percentage  of  families  purchasing  prunes  decreased  to  8.9  percent. 

Purchases  of  most  other  dried  fruits,  except  figs,  declined  in  July. 

There  was  a corresponding  drop  in  the  percentage  of  families  buying,  while 
prices  paid  for  most  items,  except  dried  figs  and  mixed  dried  fruits,  were 
slightly  higher  than  in  June. 

Prune  juice  purchases  and  the  average  price  paid  by  householders  remained 
unchanged  in  July,  although  there  was  a slight  increase  in  the  percentage 
of  families  buying.  Household  purchases  totaled  368,000  cases  (equivalent 
No.  2 cans),  and  the  average  price  paid  was  28 • U cents  per  32-ounce  bottle. 


PERCENT  OF  FAMILIES  BUYING 
ORANGES  AND  ORANGE  JUICES 

PERCENT  I 
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PRICES  OF  FROZEN  FRUIT  JUICES 

4 PER  6 OZ.  CAN  | 
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CONSUMER  PURCHASES  OF 
SELECTED  CANNED  JUICES 
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PRICES  OF  FRESH  CITRUS  FRUITS 
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Table  1. --Frozen  concentrated  orange  juice  and  canned  juices 
consumer  purchases,  percentage  of  families  buying 
prices,  July  1950,  June  1950,  and  July  191+9  l/ 

; U.S.  total 
and  average 

Consumer 

Percentage  of 

Average  price 

purchases  families  buying  per  6 oz.  can 

Frozen  concentrated 

1 1,000  gallons 

Percent 

Cents 

** 

orange  juice 

July  1950 

1,218 

11+.3 

26.1 

June  1950 

1*258 

15.5 

26.8 

July  191+9 

7+9 

11.7 

27.6 

Consumer  purchases 

Percentage  of 

Average  price 

cases  of  2l+  $2 ' s 

families  buying 

per  equivalent 

7J/2  can 

Canned  juices 

1,000  cases 

Percent 

Cents 

Orange 

July  1950 

1,366 

14.1 

15+2 

June  1950 

1,365 

ll+.  8 

15.2 

. July  I9J4.9 
Grapefruit 

1,389 

16.1 

16.1 

July  1950 

808 

10.0 

15.0 

June  1950 

789 

9.9 

ll+.6 

July  19)4.9 

1,611 

15.5 

11.1 

Orange  and  grapefruit  blend 

July  1950 

428 

6.0 

15=1+ 

June  1950 

588 

7.0 

15.1 

July  191+9 

770 

9 = 9 

11+.6 

Lemon 

July  1950 

'112 

5.7 

1+1 .1+ 

June  1950 

96 

5-3 

1+1.0 

July  I9I+9 

136 

7.1 

35.6 

Tomato 

July  1950 

1,1+52 

18.6 

11.3 

June  1950 

1,1+52  i 

19.5 

11.1+ 

July  191+9 

1,1+51 

18.8 

10.1+ 

Pineapple 

July  1950 

927 

11+.5 

15.3 

June  1950 

920 

13.8 

15.3 

July  191+9 

1+71+ 

9.5 

17.2 

Prune 

July  1950 

36  8 

6.2 

16.1 

June  1950 

369 

5.7 

16.1 

July  19U9 

339 

5.1+ 

15.3 

l/  Each  month  represents  a 4-week  period 
National  Consumer  Panel  of  Industrial  Surveys  Company 


Table  2. — Fresh  citrus  fruits;  U.S.  total  consumer  purchases,  percentage 
of  families  buying,  and  average  prices,  July  1950, 

June  1950,  and  July  1949  l/ 


Consumer 

purchases 

Percentage  of 
families  buying 

Average  pric 
per  dozen 

Oranges 

California 

1,000  dozens 

Percent 

Cents 

July  1950 

21,279 

25.6 

41.5 

June  1950 

17,066 

23.6 

44.6 

July  194-9 

19,494 

21.7 

36.3 

Florida 

July  1950 

4,0l4 

6o7 

50  o2 

June  1950 

12,133 

15.5 

48.8 

July  19U9 

3,U87 

6.1 

52.6 

Total 

July  1950 

30,li4l 

34-7 

43.0 

June  1950 

35,213 

39.9 

46.3 

July  194-9 

27,715 

30.4 

38.9 

Grapefruit 

July  1950 

1,230 

5.2 

97.4 

June  1950 

2,426 

11.6 

116.5 

July  19-49  ' 
Lemons 

684 

3.4 

100,0 

July  1950 

15,355 

37.3 

44-4 

June  1950  - 

15,557 

38.1 

U5.5 

July  1949 

16,599 

39.3 

50.7 

l/  Each  month  represents  a Ip-week  period 

National  Consumer  panel  of  industrial  Surveys  Company 
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Table  3. — Dried  fruit:  U.S.  total  consumer  purchases,  percentage  of 
families  buying  and  average  prices,  July  1950, 

June  1950,  and  May  1950  l/  \ 


Consumer 

Percentage  of 

Average  pr 

m 

purchases 

families  buying 

per  poun 

■ 

~7l , 000  pound  s' 

Percent 

Cents 

Apples 

July  1950 

321 

.8  : 

35.1 

June  1950 

373 

.8 

35*0 

- V* 

0 

3W* 

1,1 

36.0 

1 Apricots 

July  1950 

587 

1.5  ! 

50.6 

June  1950 

781+ 

2.0- 

49.6 

May  I95O 

1,271 

2,7 

1*7-7 

1 Dates 

July  1950 

5l+l 

1.1+ 

1+1 .0 

June  1950 

672 

1.9 

i+0.0 

May  1950 

1,156 

3.0 

35*9 

| Pigs  . 

.1+ 

Bj  July  1950 

355 

35.3 

L June  ^.950 

22I+ 

.6 

37.7 

May  1930 

657 

.8 

33*7 

Mixed  fruit 

July  1950 

217 

.1+ 

32.8 

June  1950 

200 

.3 

37.7 

May'  9 1950 

360 

.7 

34  *6 

Pea  c he  s 

July  1950 

310 

.8 

■ 311.2 

June  1950 

639 

1.3 

31-4 

May  1950 

892 

1.7 

32.8 

;!  Pears 

July  1950 

10 

33*o 

June  1950 

10 

- ' ■ 

35*0 

May  1950 

50 

.1 

36  *2 

Prune  s 

July  1950 

7,015 

8.9 

: 23.7 

June  1950 

7,511  . 

9.5  ' 

■23.2- 

• May  1950 

10,3^7  . 

. 12.1+ 

23.1 

ftaisins 

July  1950 

5,953 

9*1 

19.2  i 

June  1950 

6,326 

10.0 

18. 9 

May  1950 

7,891 

12.7 

19.1 

Total  2/ 

July  1950 

15,356 

19.1+ 

21*.  It 

| - June  1950 

l6,7i+i+ 

21.5 

24*5 

May  1950 

22,998 

27.0 

24*8 



J 1/  Each  month  represents 

a 4-week  period. 

i fy  Total  includes  drie d currant s . 
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Table  4. — Canned  juices  and  frozen  concentrated  juices:  U.S.  total  consumer 
purchases  and  average  prices,  July  1950  (4-week  period) 
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Table  5« — Fresh  citrus  fruit:  U.S.  total  consumer  purchases  anl  average 

prices,  July  1950  (4-week  period) 
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'able  b^-Dried.  fruit:  U . S.  total  consumer  purchases  and  average 

prices,  July  1950  ( 4-- week  period) 
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1/  Too  few  purchases  represented  to  permit  significant  analysis 
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